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ABSTRACT 
In the common and repetitive process of 
purchasing laundry detergent powder, consumers engage in 
remarkably little in-store decision deliberation. What 
are the roles of pre-purchase decision and post-purchase 
satisfaction in this decision process? What are the 
evaluative criteria involved, and what are the effects 
of their salience levels on consumers• brand choices? 
When consumers switch brands, what are the underlying 
factors? 
In this study, we seek to investigate the above 
problems and their implications for the use of the 
marketing-mix notion. 
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The act of purchase is the outcome of a series of 
separate decisions made under different circumstances and 
is specific to different customer groups and products and 
brands. In marketing, marketers try to "manipulate" 
various aspects of the marketing-mix so as to persuade 
consumers, to influence their purchase decisions. In 
order to achieve their desired results, it is essential 
for marketers to comprehend the prospects‘ purchase 
behaviour and deliver the marketing-mix accordingly. 
In our study, we seek to investigate consumers‘ 
behaviour in the purchase of detergent powder. We chose 
this product category not only because it is an 
indispensable item for all households, but also because 
such a study heavily involves price, quality, packaging, 
promotion and distribution • • • key elements in modern 
consumer marketing. 
The target group of our research is females aged 
between 20 - 55 who are the most likely purchasers of 
this product for their households. 
Our research consisted of three phases: 
“ a pilot study to generate basic information for the 
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design of the research instrument； 
- an observation phase； and 
“ a questionnaire survey which was carried out at the 
Whampoa Gardens. 
Due to the limitations of the research scale, the 
findings should be considered indicative rather than 
definitive. Nevertheless, our study aims at gaining 
insights into the consumer behaviour underlying the 
purchase of detergent powder, and hence providing 
insights into the importance of various elements of the 
marketing-mix in the purchase decision for such a 
commonly-used product, that is perhaps almost a surrogate 
for the mass consumer product market. 
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CHAPTER II 
STUDY OP THE PURCHASE OP DETERGENT POWDER 
2-1 Market Situation for Detergent Powder in Hona Kong 
2.1.1 Brief History 
Until a few decades ago, soap had been the sole 
cleansing agent. Detergent powder emerged as a great 
breakthrough in the past few decades. In the 60s and 70s, 
high suds (foam) detergent powder dominated the domestic 
market. 
Following the increase in popularity of washing 
machines, low suds (foamless) detergent powder, designed 
particularly for machine-use became important, and became 
the leading element in the detergent powder market in the 
80s. 
At the expense of the low suds segment, 
concentrated/ super concentrated detergent powder 
appeared as a premium product and acquired a major 
market share in the recent years. 
2.1.2 Product Segmentation 
According to a research report done in 1989, the 
domestic detergent powder market could be divided into 
four major segments, namely. High Suds; Low Suds; 
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Concentrated/ Super Concentrated; and High Suds plus Low 
Suds. Over 60% of the market share was held by the 
Concentrated/ Super Concentrated category. 
2.1.3 Market Environment 
Market size 
In 1989, the number of households in Hong Kong 
using laundry detergent powder was estimated to be 1.5 
million and household spending on laundry detergent 
powder was $25 per month. Hence, the average monthly 
consumption of laundry detergent powder amounted to 
HK$ 38 million. 
[ S o u r c e of information: "Research Report on Laundry 
Detergent Powder 1989" by SRH ] 
Market trend 
With an increasing trend in the number of 
households, and heightened awareness of household and 
personal hygiene, detergent powder consumption is 
expected to rise. Moreover, the desire for higher 
standards in the laundering of clothes has led to more 
variety in the use of laundry products. 
2.2 Rationale of The Study 
If the determinants of the purchase decision 
involve the perception of the product which is then 
translated into a belief by the consumer and ultimately 
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turned into purchase action, the effects of marketing 
elements will act at the first stage in both 
communicating the product features as well as making them 
accessible to consumers. 
But for such a common repeat purchase product as 
detergent powder, consumers would be affected also by 
experience with the product. In this case, post-purchase 
satisfaction would play an important role in the buy or 
no buy decision. 
The situation is complicated by a world which 
offers many choices even for a single category of 
product, from among which consumers have to choose one. 
How do they select their own brands? Would they stick to 
one brand over a long period of time? 
In our study, we seek to investigate the consumer 
behaviour underlying the purchase of detergent powder and 
the nature of such a purchase decision. All these, in 
effect, lead to various marketing implications that are 
essential in designing the marketing-mix. 
2.3 Scope of the study 
2-3.1 The Decision Process Behaviour 
To understand the variables and processes at work 
in consumer decision making, we look at the behaviour 
from the perspective of problem-solving. By problem 
solving we refer to thoughtful, reasoned action 
undertaken to bring about need satisfaction. 
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2.3.2 Alternative Evaluation 
Evaluative criteria are the particular dimensions 
or attributes that are used in judging the choice 
alternatives. They come in many forms and are specific to 
individual consumer groups. 
2.3.3 Variety Seeking 
When there are many similar alternatives, low 
involvement and high purchase frequency, variety seeking 
is a fairly common consumer motive. Whether or not 
consumers are especially satisfied with their present 
brands, they may switch brand simply because of a desire 
for change, or variety. 
2.3.4 Laundry Detergent Powder 
Detergent, in powder form and sold packaged, 
which is used for laundry purposes, is the focus of our 
study. 
2.3.5 Consumers 
Consumers of this product category are likely to 
be housewives, who may or may not be working. Although 
their decision in the purchase of detergent powder may be 
influenced by other people around them, they themselves 
are the target in our study. 
2.4 Objectives of the Study 
In order to understand the decision behaviour in 
the purchase of detergent powder and the effects of 
various elements of the marketing-mix in this process, 
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the objectives of our study are stated as follows. 
1) To study the search and decision process for 
detergent powder; 
2) To determine the salience of various evaluative 
criteria used in the purchase of detergent powder; 
3) To study the propensity of consumers for variety in 
the sense of brand switching,- and 
4) To investigate the attitude and behaviour of 
consumers in the purchase of detergent powder 
with respect to demographic characteristics. 
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CHAPTER III 
3• LITERATURE REVIEW 
Relevance of understanding Consumer Purchase 
Behaviour in Marketing Concept 
The marketing concept is the key to achieve 
organizational goals. It consists of determining the 
needs and wants of target markets ( by understanding 
consumer purchase behaviour ) and delivering the desired 
satisfactions more effectively and efficiently than 
competitors ( by delivering the appropriate marketing mix 
)• [1] In order to acquire desired market share in the 
target market and to attain profitability, a marketer has 
to:-
-comprehend the prospects丨 purchase behaviour and 
一 deliver the four � P » s in the marketing mix 
accordingly. 
3-2 Howard model of Consumer Behaviour 
In the Howard model of consumer purchase 
behaviour, purchase decisions are made with respect to 
three types of situations; 
-Extended Problem Solving (EPS), 
-Limiting Problem Solving (LPS), 
-Routine Problem Solving (RPS). 
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The determinants of categorization are consumers' 
involvement in the purchase, differentiation within the 
product class, and the time pressure of purchase. [2] 
3.2.1 Extended Problem Solving 
Extended Problem Solving (EPS) occurs when there 
is high involvement in purchase ( that is, when one is 
buying a product with high conspicuousness or which will 
involve risk if a wrong decision is made ) , a 
considerable amount of brand differentiation, and no time 
pressure. 
3.2.2 Limiting Problem Solving 
When involvement is relatively low (that is, when 
purchase is frequent and perceived risk of wrong decision 
is low), alternatives are not widely differentiated, and 
when time is short, Limited Problem Solving (LPS) is much 
more likely. 
3.2.3 Routine Problem Solving 
Regardless of how the initial decision is made (EPS 
or LPS), people attempt to establish repurchase routines 
as soon as possible; this is the Routine Problem Solving 
(RPS) situation. Assuming that satisfaction levels meet 
or exceed expectations, the same choice will be made in 
the future, all things being equal. [2] 
l^J_Enael, Kollat and Blackwell Model 
3.3.1 Definition 
According to the Engel, Kollat and Blackwell (EKB) 
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model of purchase decision making process, consumers go 
through the problem recognition, external and internal 
information search, alternative evaluation and choice to 
final purchase. [2] The emphasis and context in different 
stage are different for EPS, LPS and RPS. 
3.3.2 Comparison among EPS, LPS and RPS 
Compared with EPS, the five stages in the LPS 
purchase decision is less extensive. Problem recognition 
occurs usually only under out-of-stock circumstances. 
Searching is passive and relies mainly on internal 
search or memory scan. External search is minimal or 
absent. There is little alternative evaluation prior to 
purchase. A majority of the evaluation is conducted 
after trial. 
In RPS, there is again no need for search and 
additional evaluation. Purchase intention and choice 
remain unchanged. Continued satisfaction only reinforces 
intentions and strengthens the likelihood of continued 
habitual response. 
3.4 Define Detergent Powder Purchase 
3.4.1 LPS or RPS 
Detergent powder is a low involvement product. 
The purchase is frequent and differentiation within 
product class is low. Therefore the purchase of 
detergent powder is under the category of Limited Problem 
Solving. Later, a purchase routine will be established 
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and the purchase will be categorized as in Routine 
Problem Solving. 
However, as indicated later in this discussion, 
consumers tend to switch brands to seek varieties in 
Habitual Purchase. Once brand switching occurs, search 
revives and Routine Problem Solving situation is replaced 
by Limited Problem Solving. 
3.4.2 Detergent Powder Purchase in EKB Model 
In detergent powder purchase, problem recognition 
is ad hoc and contingent ( Gosh! I've run out of 
detergent powder. I have to go to the supermarket to buy 
some )• Information search is minimal. Alternative 
evaluation and choice are brief at the point of purchase 
and are mainly conducted outside the point of purchase. 
3.5 Research Findings ； Hoyer 
The above saying is supported by the research 
conducted by Wayne D.Hoyer (1984). [3] In this research, 
Hoyer looked at how consumers conduct the search, 
alternative evaluation, and the choice processe in the 
detergent powder purchase. 
3.5.1 Search 
For the extent of information search, consumers 
examine a very small number of packages ( average 1.42, 
median 1-19 )• According to the frequency distribution, 
72% of the consumers looked at only one package and only 
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11% looked at moire than two. An even lower* numbeir of 
packages was actually picked up ( average 1.23, median 
I.IO )• 83% of the consumers picked up only one package 
and only 4% picked up more than two. These concluded that 
information search is minimal. 
3.5.2 Alternative Evaluation and Choice 
Given that consumers examine only one package in 
order to make a choice, it is clear that in-store pre-
purchase evaluation is almost nonexistent. 
This point can be strengthened by the short 
duration spent in the purchase. Consumers took an 
average of 13 seconds from the time they entered the 
aisle to complete their in-store decision. Given that 
the laundry detergent display spans an entire aisle, it 
takes consumers some amount of time to arrive in the 
physical proximity of their desired brand. Out of the 
limited amount of time taken for the purchase, a majority 
of the time was devoted to the chosen brand ( median 
4 seconds ). 
3.5.3. Conclusion and Implication 
It is obvious that the typical consumer is making 
an extremely quick decision with only a minimal degree of 
cognitive effort in the store environment. Alternative 
evaluation and choice are brief and are mainly conducted 
outside the point of purchase. 
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3.6. Choice Tactics in Detergent Powder Purchase 
3.6.1 Definition 
In this detergent powder purchase, the purchase 
decisions are made repeatedly or frequently over time and 
thus involve continuous processing as opposed to 
discrete process in EPS and LPS. The Choice Tactic in 
repetitive and relatively unimportant decisions is not to 
make an "optimal" choice but, rather, to make a 
satisfactory choice while minimizing cognitive effort. 
3.6.2 Tactic development 
In the process of tactic development, initial 
choices may be without thorough planning. Consumers 
simply rely on others» opinions, that is, 'word of mouth' 
factor is dominated. Also, the familiarity which results 
from passive exposure to advertisements may play an 
important role in the early stages of the development of 
choice tactics. Over time, consumers refine their 
tactics until a satisfactory decision can be made with 
very little effort. For example, a consumer might 
initially employ the tactic �buy the cheapest b r a n d� If 
this results in a satisfactory choice, this tactic will 
have an increased probability of being employed on the 
next occasion. If an unsatisfactory choice results, the 
consumer might then employ a more refined or stringent 
rule, or use another tactic together. 
In contrast to the EPS or other models described 
in traditional literature, which assumes that the 
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alternative evaluation is developed at the moment of 
choice, the choice tactic view in detergent powder 
purchase suggests that an evaluation may occur if the 
product is perceived to result in satisfaction or 
dissatisfaction , ie, at the post purchase evaluation 
stage. 
3.6.3 Consumer Satisfaction/Dissatisfaction 
--Definition and Marketing Implications 
Satisfaction/ dissatisfaction can be defined as 
the consumer‘s response to the evaluation of the 
perceived discrepancy between prior expectations and the 
actual performance of the product as perceived after its 
consumption. Researchers have suggested that consumer 
satisfaction/dissatisfaction is influenced by a pre-
experience comparison standard and disconfirmation, ie, 
the extent to which this pre-experience comparison 
standard is disconfirmed. [6] Marketers can either 
control the product message conveyed to avoid over-
expectations or control product quality to avoid 
disconfirmation. 
3.6.4 Factors of consideration employed in the 
Choice Tactic 
--The Four Factors 
Hoyer included four factors employed by 
consumers in the simple choice tactics:-
_ Price buy the cheapest brand or buy 
the brand on sales, 
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一 Performance -- buy the brand which 
works the best, 
- Affect -- buy the most pleasing brand, 
say, in package, 
- W o r d of Mouth __ buy the same brand 
"my mother" buys. 
--Habitual Purchase 
Consumers use one or more of these factors 
to develop habitual purchase, which does not imply any 
strong preference or positive brand evaluation at all. 
Brand switching will be induced once consumers perceive 
another brand that�sounds good‘ or�appears to have good 
price•• Consumers are prone to variety seeking. 
-一 Marketing Implications 
The above argument implies that marketers should 
manipulate the four ^ P's to initiate trial, elicit 
satisfaction, and establish habitual purchase. 
Occasional price sweetening ( to increase price 
attraction, which is one of the factors in choice tactic 
) o r intense promotion ( to boost affect or strengthen 
performance perception , which are other factors of 
choice tactic ) can invite new trial and reinforce the 
habitual purchase. 
Understanding the affect of consumers through 
marketing research enable manufacturers to manufacture a 
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satisfactory product and at the same time enable 
marketers to derive promotional strategies to cater to 
consumers‘ affect. 
3.7 Product Information in Memory 
The discussion of Olshavsky (1978) on the repeat 
purchase of low involvement product was consistent with 
that of Hoyer, as mentioned in 3.5. [4] He pointed out 
that this purchase, which involved little or no pre-
purchase decision process, relied on previously acquired 
product information stored in memory. 
3.7.1 Sources of information 
Product information in memory can be originated 
from external sources such as word of mouth, or a general 
concept conveyed through advertisement, or from internal 
sources such as personal experience of satisfaction or 
dissatisfaction. 
3-7.2 Marketing Implication 
Consumers may possess a sufficiency of stored 
information, or an insufficiency. in case of 
insufficiency, the purchase will be influenced by 
superficial factors such as shelf height, shelf facing, 
and other point of purchase settings, ie Place in the 
four ^ P's gets its importance. At the same time 
consumers may resort to surrogates or indices of quality, 
rather than on the basis of a direct evaluation of the 
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brands丨 attributes. The manufacturer's reputation, price 
or package may be used as surrogates of quality. [5] 
3.8 Applicability of Hover's Research Findings 
Marketing is an applied behavioural science in an 
exchange context. [7] Therefore, the knowledge is 
culture bound • Valid findings from the U.S. may or may 
not be applicable here in Hong Kong. In order to 
validate the arguments in 5., 6., and 7., and thus make 
the marketing implication applicable, a replication study 
to that conducted by Hoyers should be conducted. 
3.9 Relevance of Judgmental Models in Detergent Powder Purchase 
In order to produce a satisfactory product and 
marketing mix, and so as to induce post-purchase 
satisfaction, salient product attributes in detergent 
powder purchase should be tracked. 
In Park's study (1976), he chose four judgmental 
models of consumer purchase behaviour for examination: 
-Unweighted Linear-Compensatory Model (ULC); 
-Weighted Linear-Compensatory Model (WLC)； 
-Conjunctive Model and 
-Disjunctive Model. 
These models are examined in terms of their 
relevance to the individual and situation—related 
factors, ie, prior familiarity with a product and/or 
perceived product complexity. [8] 
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3.9.1 Compensatory Model --ULC and WLC 
A compensatory relationship is essentially one in 
which a surplus on one attribute of an object to be 
evaluated compensates for a shortage on another 
attribute. 
In the Weighted Linear-compensatory Model: 
• n 
(Evaluation x Salience ) t 二1 ‘ 
Evaluation = the evaluation of 'i»th attribute 
Salience = the salience of the 'i'th attribute 
n = total number of attribute 
In the Unweighted Linear-Compensatory Model, 
salience of attributes are omitted. 
n 
Attitude = 毛 ( E v a l u a t i o n ) ‘ 
I 
Evaluation = the evaluation of 'i'th attribute 
n = total number of attribute 
Essentially, the ULC model is a specific case of 
the WLC in which all weights are equal to one and all 
given product attributes are assessed. In the WLC model, 
only the set of salient product attributes is assessed. 
3.9.2 Conjunctive and Disjunctive Models 
In the Conjunctive Model, consumers firstly 
construct the minimum level of acceptability for each 
product attribute. The brand performance on these 
attributes are then evaluated. The brand with evaluation 
of all attributes above the cutoff level will be 
selected. In the Disjunctive Model, brands are compared 
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by product attributes. The brand that exceeds other most 
frequently will be selected. 
3.9.3 Research Findings in Parkis Study 
Toothpaste, like detergent powder, is a low 
involvement product, and it was included in Park's study. 
The results of this study indicated that prior 
familiarity and perceived product complexity affected the 
type of judgemental models used by the consumer. 
When the consumer is unfamiliar with a product, 
i.e., he has established neither a set of criteria for 
product evaluation nor a specific set of attribute 
weights. The Unweighted Linear-Compensatory Model is 
expected to represent the consumer»s cognitive process. 
When the consumer is familiar with a product, 
i.e., he can establish both a set of evaluative criteria 
and a corresponding weighting function, making relevant 
the concepts of utility and salience. The Weighted 
Linear-Compensatory model is expected to represent the 
consumer's cognitive process for evaluation of a familiar 
product. 
For the Conjunctive Model, a moderate degree of 
familiarity and a high degree of product complexity is 
the necessary condition. However, there was no evidence 
that Disjunctive Model was used under high familiarity 
and low complexity situation. 
I番港中文大學阃書篇藏書 
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3.9.4 Hypothetical Judgmental Model of Detergent 
Powder 
Since consumers are familiar with detergent 
powder and this purchase has low complexity, consumers 
most likely employ the Weighted Linear-Compensatory Model 
in their evaluation process. This model can be viewed as 
a quantitative modification of Choice Tactic Model by 
Hoyer, with the �affect, in Hoyer‘s model specified as 




METHODOLOGY AND FRAMEWORK FOR ATTACK 
The research included: 
- a pilot study; 
- a n observation phase; and 
- a questionnaire survey. 
Each of these three phases will now be discussed 
in detail. 
4.1 The Pilot study 
We started with a pilot study to furnish some 
basic information for constructing a research instrument, 
i.e., the questionnaire used in the last phase. 
Ten housewives, five working and five non-working 
chosen from acquaintances, were asked to write down as 
many important attributes as possible in evaluating a 
particular brand of detergent powder. From this work, we 
derived seven attributes which appeared the most 
frequently. 
We also held a discussion with the manager of a 
marketing firm which had a share in the local detergent 
powder market. The three most commonly used promotional 
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tactics in the domestic market were identified. They were 
price reduction, premium volume for no extra price, and 
free gifts offer. 
Based on this pilot input and other thinking, a 
questionnaire was then constructed. 
4.2 The Observation Phase 
In order to investigate whether the decision 
process for the purchase of detergent powder follows the 
pattern of common repeat purchase, in which consumers try 
to minimize cognitive effort, an observation survey was 
carried out to observe consumers while they were making 
their laundry detergent purchase in a supermarket. 
According to Hoyer (1984), consumers employed 
Limited Problem Solving or Routine Problem Solving to 
minimize cognitive effort in the purchase of detergent 
powder. This was supported by the findings that shoppers 
took only 13 seconds for the purchase and examined 1.42 
packages on average. 
The dependent variables of interest were: 
一 the number of packages examined and 
一 the total amount of time taken to arrive at the chosen 
brand. 
Fifty observations were carried out at the Park‘N 
Shop in Whampoa Gardens on 9th March, 1990 (Friday) • The 
observation period was divided into two sessions, 25 were 
done in the morning and 25 in the evening so as to 
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capture the behaviour of both housewives and working 
women. The store manager was notified and permission was 
granted. 
Consumers were carefully observed as they were 
making their detergent powder purchase. The observer 
stood behind and slightly to the side of the shopper as 
the choice was being made. A stopwatch was started as the 
shoppers entered the aisle and stopped as the shoppers 
picked up the package finally chosen. Examination was 
operationally defined as picking up the package, or 
looking at the package, or looking at the shelf "tags". 
[See Appendix A : Observation Sheet ] 
4.3 The Questionnaire Survey 
The main purpose of the questionnaire survey was 
to collect information from respondents who were the 
decision makers for the purchase of detergent powder. 
Information gathered was used in:-
-determining the salience of the evaluative criteria 
used in the detergent powder purchase; 
-understanding consumers‘ levels of satisfaction with 
their current brand; 
-studying the propensity of consumers for variety in 
the sense of brand switching; and 
-studying the importance of various marketing-mix 
elements as evaluative criteria in the purchase of 
detergent powder. 
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4.3.1 Sampling Design 
One hundred females aged 20 _ 55 were interviewed 
outside the Park'N Shop at Whampoa Gardens in Hunghom, 
Kowloon. 
There were several reasons for selecting this 
store. First, Whampoa Gardens was a newly established 
private housing estate where the residents were somewhat 
upmarket and their decisions were less likely to be 
limited solely by their disposable incomes. The other 
reason was that the demographic characteristics of the 
population there were intended to be a representation of 
contemporary "middle-class" households in Hong Kong. 
The survey was divided into morning and evening 
sessions in order to include housewives who were likely 
to go shopping in the morning as well as working women 
who were likely to go after five. This was also done to 
reduce biases due to the time period of the day. 
The schedule was spread over two weeks to 
minimize any extraneous effect due to promotional 
activities. 
[See Appendix B : Schedule of Questionnaire Survey ] 
4.3.2 Questionnaire Design and Analysis 
According to the Limited Problem Solving and 
Routine Problem Solving models, consumers rely mostly on 
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post-purchase satisfaction to determine the choice of a 
detergent powder. Habitual purchase is reinforced by this 
post-purchase satisfaction• It is believed that an 
attitude ( mostly a general impression ) for the chosen 
brand will also be developed. 
The Weighted Linear Compensatory Model has been 
tested to be applicable in purchase of wide variety of 
products. According to Park (1976) consumers may apply 
this model to evaluate a detergent powder. In the 
Weighted Linear Compensatory Model, attitude (A) is 
composed of two factors, evaluation (E) of the product 
attribute i and the salience (W) of the product attribute • » 
i.e., A = Summation [ Ei x Wi ] 
Seven product attributes were included in the 
questionnaire based on the information obtained in the 
pilot study. They were listed in Questions 1 and 4. 
The salience of product attributes was determined 
in Q.l by asking the respondents to rate the importance 
of each attribute. The evaluation of product attributes 
was determined in Q.4 by asking the respondents how 
satisfied they were with their current brands. 
In Habitual Purchase, consumers are bored by 
consistently using one brand and are prone to seek 
variety. In Q.3, respondents were asked whether they 
would be lured to switch brands by promotional tactics ( 
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the three most commonly used in Hong Kong as obtained in 
the pilot study ) • The likelihood of switching was 
measured by a four-point scale. A Switching Score was 
computed by summing the points for all attractions. The 
higher the score, the more likely they would switch 
brands. 
Consumers switch brands because they seek 
variety, and/or because of dissatisfaction with their 
current brands. This was studied by computing the 
correlation between the Attitude Score ( from Q.l and 4 ) 
and the Switching Score ( in Q.3 )• 
In Q.5 and 6, respondents were asked how long 
they took to use up one package of detergent powder, and 
the size of the package. Hence, the usage pattern was 
deduced. 
Demographic data were checked from Q.7 to Q.ll so 
as to look at patterns related to different consumer 
groups. 
[ S e e Appendix C : The Questionnaire ( English and 
Chinese versions ) ] 
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CHAPTER V 
SUMMARY OF RESEARCH FINDINGS 
OBSERVATION 
5.1. Observation Survey 
This work was done to investigate the decision 
making process in the purchase of detergent powder. 
^•l-l- Consumers on average examined 1.76 packages. 
The areas of interest concerned the extent of 
information search ( the number of packages examined ) 
and the amount of time taken while making a laundry 
detergent powder choice. Consumers examined a very small 
number of packages ( average = 1.76, s.d.=0.91 )• 
According to the frequency distribution, 48 percent of 
the consumers examined only one package, and only 18 
percent examined more than two. 
Given that consumers had to examine at least one 
package in order to make a choice, it was clear that in-
store pre—purchase evaluation hardly existed. 
5.1.2. Consumers took ll seconds for purchase. 
Consumers took an average of 11 seconds from the 
time they entered the aisle to the time they completed 
their in-store decision ( average = 11.2 s.d.= 4.25 )• 
28 
Given that the laundry detergent display spanned the 
entire aisle, it took consumers some amount of time just 
to arrive at the physical proximity of their desired 
brand. When one considered that the time taken to locate 
the brand was included in the overall time estimate, it 
was obvious that the typical consumer was making an 
extremely quick decision with only a minimal degree of 
cognitive effort in the store environment. 
5.1.3. Consistency with the findings of Hoyer. 
The above findings were consistent with Hoyer's, 
which showed that consumers employed Routine Problem 
Solving as their counterparts in U.S. for detergent 
powder purchase. [ An examination of consumer decision 
making for a common repeat purchase product, 1984]. 
The shorter average time of examination found in 
this research ( 11.2 seconds compared with 13 seconds in 
U.S.) might be due to the shorter aisle in the 
supermarket here. ( Hong Kong supermarkets tend not to 
be as large as American ones in general.) in fact, the 
cognitive efforts or lack thereof the consumers were 
similar, which could be illustrated by the limited number 
of packages examined ( 1.76 compared with 1.42 in U.S. )• 
QUESTIONNAIRE 
5-2. Salience of various Evaluative Criteria 
As stated in 4.3.3., in the Weighted Linear 
Compensatory Model, attitude is composed of an evaluation 
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of the product attribute; and the salience of the product 
attributes. Table 1. presents the summary data for the 
salience of the seven product attributes. 
Table 1. Salience of Product Attribute 
Attribute Average Percentage Range 
of importance ( percent ) 
Good Quality 60.5 0-100 
Low Price 24.4 0- 50 
Place* 6.6 0- 20 
Premium** 4.4 0 - 3 0 
Packaging 2.2 0 - 5 0 
Good Word of Mouth 1.1 0 - 1 5 
Advertising 0.8 0 - 1 0 
100.0 
•Place — Convenient distribution channel 
**Premium - Lower price or gifts or more volume under 
the same price 
5.3. Propensity for Brand Switching 
Table 2. Whether respondents would switch brands under 
each of these conditions 
(Score) No special Lower Gift More volume 
inducement price for the same 
(%) (%) (%) price (%) 
(4)Very likely 14 42 38 40 
(3)Likely 38 50 42 42 
(2)Unlikely 38 2 8 6 
(1)Very unlikely 10 6 12 12 
100 100 100 100 
The Switching Index was computed as the average 
of the score for the four promotional strategies ( as 
stated in 4 . 3•3•). 
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Switching Index = (percentage of respondents 
replied that they were very likely to switch brand) x 
(score f o r� v e r y l i k e l y� i . e . , 4 ) 
+ (percentage replied、：Likely') x ( 3 ) 
+ (percentage replied 'unlikely') x ( 2 ) 
+ (percentage replied ^very unlikely') x ( 1 ) 
No special Lower Gift More volume 
inducement price for the same 
price 
Switching Index 2.56 3.28 3.06 3.10 
(Switching Index 4 ——Very likely to switch brand, 
1 -- Very unlikely to switch brand ) 
5-3.1. Brand loyal consumers would not be attracted by 
premium. 
The number of consumers who replied that they 
were very unlikely to switch brands was similar ( 6-12% ) 
across the four columns. This illustrated that those 
brand loyal consumers would not be attracted by special 
inducements to switch brands. 
5.3.2. Attraction can induce brand switching. 
However, special inducements can attract those 
less brand loyal consumers. The percentage of 
respondents stated that they were unlikely to switch 
brand fell drastically from 38 percent to an average of 
5 percent when special inducements were offered, whereas 
(of course,) the percentage in the categories of 'Likely' 
and 'Very Likely丨 rose sharply. The Switching Index 
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increased from 2.56 when nothing was offered to 3.28, 
3.06 and 3.10 when special inducements were offered. 
5-3.3. Price was the most effective tool to induce 
switching. 
Lower price was more effective than gifts or more 
volume with the same price. Switching Index for premium 
price was 3.28, which was significantly higher than those 
of gifts and more volume, which were 3. 06 and 3.10 
respectively. ( The calculated t-value between the lower 
price and free gifts was 1.77 and that between lower 
price and more volume was 1.45, both were greater than 
1.28, the critical t-value at level of significance = 
0.2. ) If offered lower price, 92 percent responded that 
they would likely or very likely switch brands. 
The effects of gift and premium volume were not 
significantly different from each other ( calculated t-
value = 0.29 which was lower than 1.28 the critical t-
value at level of significance =0.2 )• Still, 80 
percent and 82 percent responded that they would be 
likely or very likely to switch brands if free gifts or 
more volume were offered respectively. 
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5.4. Consumers* Evaluation of the Product Attributes of 
their Current Brand 
Table 3. Whether consumers were satisfied with their 
brands on various attributes• 
(Score) Quality Location Price 
(4) Very satisfied 24 96 22 96 20 94 
(3) Satisfied 72 74 74 
(2) Dissatisfied 4 4 2 4 6 6 
� Very dissatisfied 0 2 0 
(0) No comment 0 0 o 
100 100 100 
(Score) Packaging Word of Mouth 
(4) Very satisfied 18 94 8 92 
(3) Satisfied 76 84 
(2) Dissatisfied 6 6 8 8 
(1) Very dissatisfied 0 0 
(0) No comment 0 0 
100 100 
(Score) *Premium Advertising 
(4) Very satisfied 2 48 0 44 
(3) Satisfied 47 44 
(2) Dissatisfied 38 52 30 42 
(1) Very dissatisfied 14 12 
(0) No comment 0 14 
100 100 
*Premium - Lower price or gifts or more volume under the 
same price 
The Satisfaction Index for each product attribute 
was calculated as followings: 
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Satisfaction Index = (percentage of respondents replied 
that they were very satisfied with the product attribute) 
X ( score for ^very satisfied丨，i.e.,4 ) 
+ (percentage replied �satisfied•) x ( 3 ) 
+ (percentage replied �dissatisfied•) x ( 2 ) 
+ (percentage replied ^very dissatisfied,) x ( 1 ) 
Table 4. Calculated Satisfaction Indices 
Price Quality Package 
Satisfaction Index 3.2 3.2 3.1 
Adverti s ing Premium 
Satisfaction Index 2.0 2.4 
Convenient Word of Mouth 
Location 
Satisfaction Index 3.2 3.0 
(Satisfaction Index 4 -- Very Satisfied, 
1 一 一 Very dissatisfied ) 
Respondents were generally satisfied with the 
price, quality, package, availability of convenient 
location and good word of mouth, of the brands they were 
currently using. 
However, consumers were not as satisfied with the 
premiums offered and the advertising. Overall, 
satisfaction level were high, if not near a "4" (perfect) 
score. This is consistent with the notion of making a 




As stated in 4.3.3., in the Weighted Linear 
Compensatory Model, 
h 
Attitude = S ( Ei X Si ) 1=1� ‘ 
Ei = Evaluation of the \i'th attribute 
Si = Salience of the、：L'th attribute 
n = Total number of product attributes considered 
For an individual respondent, 
n 
Attitude Score = 乏 ( S S i x Si ) 
SSi = Satisfaction Score of ^ i'th product attribute 
Si = Salience of ^ i'th product attribute 
n = total number of product attributes, which is seven 
in this report. ‘ 
Satisfaction Score ranged from 1 to 4 and 
Salience from 0 to 100. 
Therefore, Attitude Score ranged from 0 to 400. 
A Score below 200 indicated an unfavourable attitude and 
that at or above 200 indicated a favourable attitude. 94 
percent of respondents scored at or above 2 00, and 86 
percent scored at or above 300. 
The correlation between Attitude and Switching 
was -0.0397. Its negative sign is expected to be due to 
the fact that the more the consumer favours the product 
(the higher the attitude index) , the less likely he is 
going to switch brand (the lower the switching index)• 
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Moreover, the low correlation suggested the 
strong variety-seeking tendency. Switching habit is not 
related to the satisfaction or dissatisfaction with the 
product. Even if the consumer is satisfied with the 
brand, switching is attributable to the variety seeking 
tendency. 
5.6. Difference in Purchase Behaviour among Consumers 
across Demographic Profiles 
5.6.1. Working women considered the convenience of the 
distribution channel more important. 
Comparing housewives and working women, the data 
illustrated that working women perceived the convenience 
of purchase more salient in the purchase of detergent 
powder. (Salience = 4 percent for housewives, and 8 
percent for working women； the calculated t-value is 
2.63, which is larger than 2.66一驅the critical t一value at 
level of significance = 0.01; the difference was 
statistically significant ). Working women have to work 
as well as take care of the family. Owing to the 
shortage of time, they look for a convenient location to 
save time and effort. 
5.6.2. Less affluent consumers were more concerned 
about price. 
Respondents in households with lower income per 
capita were more concerned about price. ( For household 
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with income per capita lower than HK$ 2000, salience of 
price = 47 percent； for household with income per capita 
at or above HK$ 5000, salience of price = 19 percent; 
calculated F-value is 7.97 which is higher than 3.5--
critical F-value at level of significance = 0.01. This 
indicated that the difference was statistically 
significant ). 
5-6.3. More affluent consumers were more concerned about 
quality. 
Respondents in households with higher income per 
capita were more concern about quality. ( For households 
with income per capita lower than HK$ 2 000, salience of 
quality = 50 percent; for household with income per 
capita at or above HK$ 5000, salience of quality = 63 
percent； calculated F-value is 3.92 which is higher than 
3.5 -- critical F-value at level of significance = o. 01. 
This indicated that the difference was statistically 
significant.) 
5•6•4. More highly educated consumers were more 
concerned about the convenience of purchase. 
Respondents with higher education levels assigned 
a higher salience to the convenience of purchase compared 
with their counterparts with lower education level. ( 
For respondents with tertiary education, salience for 
convenience of distribution channel = 13 percent； for 
respondents with primary education, salience = 3 percent； 
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calculated F-value is 6.16 which is higher than 4.0 
critical F-value at level of significance = 0.01. This 
indicated that the difference was statistically 
significant. ) Those women with higher education were 
more probably career women who assumed large 
responsibilities and had less time. They were more 
concerned about time and effort saving during shopping. 
They looked for convenient distribution channels. 
5.6.5. Consumers at medium education level were more 
easily tempted by premium price to switch brand. 
Switching Index ( as in 5.3. ) of price for 
respondents with secondary education was highest when 
compared to others with tertiary and primary education. 
(Switching Index of price for Secondary education was 2.75 
and those for primary and tertiary education were 2.25 
and 2.00 respectively; calculated F-value is 4.19 which 
was higher than 4 critical F-value at level of of 
significance equals 0.01.) 
If no premium was offered, respondents with 
secondary education were still more prone to switch brand 
when compared with others. Less educated people, such as 
those with only primary education were the least 
knowledgeable and may not be able to comprehend the new 
product information. Therefore, they would rather stick 
with the accustomed brands. 
Those consumers with higher education assumed 
larger responsibilities in their career and paid less 
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attention the those household products. Therefore, they 
would be indifferent to new products and their 
promotional tools. 
Therefore, the consumers at medium education 
level were the most vulnerable to premium price promotion 
and switch brand most readily. 
5.7. Demographic Profile of the Sample 
5.7.1. Age 
The age distribution in our sample is as follows: 
Age of respondents 
F^ ounlago 
4� • 
: • • : 
0 ——-B^HB^H—^^B^hbI—I^^^MwIi fiMMMB 
3 0 Of b o l o w on 4 0 4 V 5 0 ov^r 6 0 
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5.7.2. Income 
The distribution of household income is as follows: 
Household Income 
奶 pefoeritoge 
3 0 I I ^ I l P } — 
2Q - [BmBB j^ j^lj^  
j Ml i l l j r : 
beJow 10,0(X)10,CXJ0-12,00013,000-16,00016,000-18,000 above 18,909 
HK dollar 
The income per capita of individual households is 
distributed as follows:-
Income per capita 
peroon lo t fe 40 
I'io m y i m m -
.IkJ 




The occupation of the respondents in the sample is 
distributed as follows:-
Occupation 




20 ….miB^Bi^BBtfflBHBi - -
» • • 
Hou8€wtv»8 N\brklno wrnoii Students 
5.7.4. Amount of Detergent Powder Purchased per month 
The amount of detergent powder purchased per month in the 
sample is distributed as follows:-
Amount of Detergent Powder Purchased 
Per month 
peroontago 60 
60 m m ^ 
4 0 H^^ Rjl^flHH"" - - -
80 -....BUB - -
1 hy or bolov 1.0卜2.00 Nq I?.01-6.00 Kq 9.01 4.00 4.01 hg or up 
kg per month , 
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5.7.5. Brand 
The three most popular brands among the 
respondents were Attack ( 28 percent of respondents were 
currently using this brand), Vigor 33 ( 2 8 percent ) and 
Way Way ( 12 percent ) • The other brands were Fab ( 6 
percent ), Wonderful ( 6 percent ), Park‘n ( 6 percent ), 
Cold Power ( 5 percent ) , EC-2 ( 4 percent ) , POW ( 3 
percent ), Amway ( 2 percent ), Pat-wai-po ( 1 percent )• 
According to "Choice" magazine (August 1988), the 
four brands with the highest quality were Amway, Cold 
Power, Vigor 33 and Way Way. ( Attack was not marketed 
at that time.) Respondents cited that they considered 
quality the most important in detergent powder purchase. 
In reality, they did buy the brands with the highest 
quality. 
Among the eleven brands, the four most expensive 
brands were, in order, Amway, Attack, Vigor 33 and Way 
Way. Respondents regarded price less important as 
compared to quality. Therefore, they purchased expensive 
brands with good quality despite their high price. 
Respondents, in general, did act as what they 
said. They did buy the higher quality brands, and low 
price was not as important. 
Referring to the four factors in the “ Choice 
Tactics “ suggested by Hoyer: Price, Performance, 
Affective ( such as packaging ) and Word Of Mouth, 
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consumers in this sample seemed to employ the � b u y 七he 
best performing brand 丨 tactic. 
Cold Power was a good product with high quality 
( a s stated in "Choice Magazine" )• However, it was not 
a good selling product, maybe because of the low price 
(Cold Power ~ HK$13.3 per kg. Attack __ HK$ 22.00 per 
kg. Vigor 33 — HK$ 17.75 per kg )• Consumers seemed to 
regard price as a surrogate of quality. Because of the 
low price of Cold Power, consumers may have perceived it 
as a low quality product; associating it with those 
generic brands with similar price. 
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CHAPTER VI 
DISCUSSION AND IMPLICATIONS 
The data from the present study suggest four 
principal conclusions. First, in the purchase of laundry 
detergent powder, consumers engage in remarkably little 
in-store decision deliberation. Second, brand switching 
behaviour of consumers may be either triggered by 
promotional appeals or a reflection of the "variety 
seeking" phenomenon. Third, the salience of various 
evaluative criteria employed by consumers suggests that 
several elements of the marketing-mix may play more 
important roles in the purchase decision for detergent 
powder 一一 quality (perhaps expectedly) tops the list; 
price is second (though not really acted on especially 
much)； and place. Fourth, purchase behaviour varies with 
demographic characteristics of consumers. 
/ 
6.1 Decision Process Behaviour and Advertising Strategy 
From the observation survey, it is suggested that 
in-store decision contributes only to a small portion of 
the whole decision process. As revealed by the short 
duration taken ( 11 seconds ) and the small number of 
packages examined ( 1.76 packages), consumers are likely 
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to minimize cognitive effort in the purchase of detergent 
powder. 
This implies that a significant portion of the 
process may occur outside the immediate in-store decision 
context and a variety of post-purchase experiences __ 
such as product usage, numerous exposures to advertising, 
and influence by word of mouth -- may play an important 
role in the decision-making process. Also, for such a 
comition, repeated and relatively unimportant purchase, 
consumers probably do not seek to make an "optimal" 
choice but, rather, a satisfactory one. 
Consumers claimed to show little concern about 
both advertising and word of mouth aspects. This suggests 
that the effects of advertisements and word of mouth may 
be implicit • They may work to shape the attitude of 
consumers over continuous exposure to advertising, in 
association with opinions from surrounding people. 
Advertising is employed by marketers as a tool to 
convey messages about their products to customers. 
Passive exposure to advertising enhances familiarity with 
the product, which in turn encourages purchase. Also, 
consumers may tell others about their experience with 
their products. Whether or not the comment is a positive 
one, word of mouth helps in influencing post-purchase 
satisfaction. It follows that point of sale tactics aid 
in recalling the brand from the memory set. 
Since consumers express little concern about 
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advertising, advertising may affect consumers primarily 
in an indirect way. For a low-interest product, 
"Environmental cues" ( music, image, etc.) may be more 
important than information in the advertising, image 
advertising will be more effective than information 
advertising. 
As quality of product is considered the most 
salient evaluative criteria in the decision, image 
advertising stressing on premium quality of product is 
recommended. 
€•2 Brand Switching Behaviour and Promotional Strategy 
As suggested by the low correlation between the 
Attitude and Switching scores, consumers tend to switch 
brands regardless of their satisfaction with their 
current brands. In the presence of such variety-seeking 
behaviour of consumers, opportunities often exist for 
entry of new products. 
However, for a market share defender, it is 
advisable to consider product variety (e.g., line 
extension ) in the marketing-mix to reduce loss in 
customers as a result of this effect. 
Promotional tactics would also induce brand 
switching and price reduction was found the most 
effective among the three we tested. 
Therefore, in new product development, the use of 
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promotional tactics ( i.e., premium price, free gift and 
premium volume ) are helpful in inducing trial. 
Even for those already in the market, it is 
worthwhile to launch promotional events as occasional 
"sweetenings" in order to maintain or seize market share. 
6.3 Satisfaction with Current Brand and 
Relevance of Promotional Efforts 
It is found that consumers are satisfied with the 
price, quality, package, distribution channel and word of 
mouth, of the brands they are currently using, but not 
with the advertising and premium offers. 
This is consistent with the attitude ratings 
towards the product. When the more salient factors are 
satisfied with, consumers are likely to accept the 
product. Once again, the “ satisfactory decision “ saying 
is illustrated. 
Although, in reality, free gifts, price reduction 
and premium offer often occur, consumers may be unaware 
of these or do not welcome the items they receive. This 
implies that promotional effort should place more 
emphasis on the timing, publicity and suitability of 
events so as to achieve the desired response from 
consumers. 
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6.4 Salience of Evaluative Criteria — 
Pricing and Product 
According to the questionnaire survey, quality 
and price are the most important attributes as considered 
by consumers. Hence, in order to meet the desire of 
customers, these should be the focal areas in the 
marketing-mix. 
Pricing and Quality of the product should be 
relative to each other, i.e., a high quality product 
should not be sold at a low price. As indicated in the 
case of Cold Power, its failure may be due to the 
mispricing of the product ( though the less glamorous 
promotional strategy of it may also account for this 
outcome ). 
Since consumers may take price as a surrogate of 
quality, a high quality detergent powder should be 
positioned at the medium to high price range in the 
market. 
Since the purchase of detergent powder resembles 
the Limited Problem Solving Model and is somewhat 
habitual, post-purchase experiences would have great 
impact on the decision for the next purchase. Therefore, 
the product itself should be of good quality and this 
message conveyed to consumers. 
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6•5 Purchase Behaviour among Consumers across 
Demographic Profile •一 and its Marketing Implications 
Convenience of purchase is regarded as a more 
important attribute to working women than to housewives. 
This suggests that if working women were considered to be 
the target group, more attention should be paid to 
provide purchase convenience. 
In geographic regions where the working women 
population is significant, many facings, convenient shelf 
level and eye catching display at point of purchase, 
should especially be applied to provide convenience of 
brand choice. 
Since affluent people are more concerned about 
quality, manufacturers may not need to worry about 
charging a high price for their product, as this may, 
indeed, be a "signal" of its quality. 
While it is obvious that the affluence of 
consumers will affect the level of price concern, pricing 
strategy is essential for catering to different groups of 
consumers. 
Demand for more purchase convenience increases 
with higher education level. It is logical to assume that 
people with better educational background are likely to 
go out to work. Hence, time shortage may be the main 
reason for the concern of purchase convenience. Again, 
many facings, convenient shelf level and attractive 
display at point of purchase should be applied. 
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Limitations of the Study and Suggestions for 
Further Research 
Due to the limitation of the research scale, the 
results should be considered as indicative rather than 
definitive: multiple sites might be considered in a 
replication study. 
In this study, the decision process was examined 
at one point of time only. For common repeat purchase, 
the process is likely to be continuous over time. That 
is to say, decisions are also shaped in between 
consecutive purchases. Therefore, if the survey could be 
spread over a longer period or the study repeated at 
certain time intervals, possible changes in consumer 
behaviour due to extraneous effects could be tracked. 
Also, there are several unclear areas in the 
research results. Low satisfaction with premium offer 
and advertising may be the result of unawareness or 
dissatisfaction with them. Further study on this issue 
could help in designing strategy for these elements of 
the marketing-mix. 
Although we had obtained information which 
supports the belief that purchase of detergent powder 
conforms to a common repeat purchase with a Limited 
Problem Solving nature, (when compared with a similar 
study in the U.S. by Hoyer) it is desirable to observe 
the behaviour of consumers for the purchase of other 
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products with a similar nature. 
As indicated in the results of the survey, 
consumers showed a high tendency to switch brands and 
allocated different salience levels to individual 
attributes. But there are always discrepancies between 
attitude and actual behaviour, and pointed research on 
this area would be interesting. 
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APPENDIX A. OBSERVATION SHEET 
Time start : When the consumer arrives at the aisle where 
the detergent powder products are located. 
Time stop : When the consumer picks up the final package 
and leaves the aisle. 
No. of packs examined : including the acts such as 
picking-up, looking at the package 
and shelf-tag of the product. 
Date : March 9, 1990 
Time : 10:00 am - 12.00 piti Time : 6:00 pm - 8:00 pm 
Time (sec) Packs examined Time (sec) Pack examined 
14 3 10 2 
10 2 12 2 
12 2 9 1 
13 2 7 1 
15 1 18 4 
6 1 6 1 
14 2 5 1 
5 1 13 2 
5 1 6 1 
10 1 8 1 
17 1 15 2 
13 1 9 1 
18 3 11 2 
24 5 10 2 
7 1 5 1 
6 1 8 1 
5 1 10 2 
10 2 13 3 
13 2 8 1 
15 1 13 2 
14 3 6 1 
17 2 7 1 
16 2 19 3 
13 3 13 1 
Average for session 1 : 12.28 sec 1.88 packs 
Average for session 2 : 10.12 sec l.64 packs 
Grand average : 11.20 sec 1.76 packs 
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Appendix B; Schedule of Questionnaire Survey 
Date Time No. of Interviews 
13th March, 1990 lO.-OOam - 12:00pin 9 
(Tuesday ) 6:00pm - 8:00pm 9 
15th March, 1990 10:00am _ 12:00pm 9 
(Thursday ) 6:00pm - 8:00pm 9 
17th March, 1990 10:00am - 12:00pm 9 
(Friday ) 6:00pm - SiOOpm 9 
21st March, 1990 10:00am - 12:00pm 9 
(Wednesday ) 6: OOpm - 8:00pin 9 
23th March, 1990 10:00am - 12:OOpm 9 
(Friday ) 6:OOpm - 8:00pm 9 
25th March, 1990 10:00am - 1:00pm 10 
(Sunday ) 
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Appendix C : The Questionnaire 
(English and Chinese versions) 
QUESTIONNAIRE ON THE STUDY OF PURCHASE DECISION OF 
DETERGENT POWDER 
(1,2,3,4) 
I am a student of The Chinese University of Hong Kong. We 
are doing a survey on the �Detergent Powder Purchase 
Decision' and would like to obtain information about your 
household. 
Are you the one who is responsible for the buying 
detergent powder for your household? If 
NO > TERMINATE 
YES > CONTINUE 
1. Thinking of those criteria you use in the purchase of 
detergent powder, please indicate the relative 
importance of each item in terms of percentage. 
a) Low Price 
b) Good Quality (Performance, Whiteness, 
Cleaniness, etc.) 可 
c) Packaging (Size, Shape, Appearance) 
( I l , l 2 ,T3) 
d) Advertising 
. . (14,15,16) e) Premium (Free gifts, Add volume for no 
extra price, etc.) (17,18,19) 
f) Distribution (Convenient location where I buy it) (20,Jl,22) 
g) Good Word of Mouth 
2. Which brand of detergent powder is your household 
currently using? (26,27) 
3. a) Suppose there is a new brand of detergent powder 
whose price and quality you believe are similar to 
your brand, how likely would you buy it to try it out 
to see if you like it? 
Very unlikely 1 2 3 4 Very likely 一（ 2 8 ) 
b) Suppose the new brand has price and quality similar 
to your brand and is cheaper than it, how likely would 
you be to buy it? 
Very unlikely 1 2 3 4 Very likely — ( 2 9 ) 
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c) Suppose both the quality and price of the new brand 
are the same as your brand, but the new brand is now 
offering a free gift, how likely would you be to buy 
it? 
Very unlikely 1 2 3 4 Very likely — ( 3 0 ) 
d) Suppose both the quality of the new brand are the 
same as your brand, and is now offering premium volume 
at no extra cost, how likely would you be to buy it? 
Very unlikely 1 2 3 4 Very likely 一（31) 
4. Please indicate how satisfied or not satisfied you are 
with the brand you are using currently with respect to 
the following items. 
Very Very 
dissatisfied satisfied 
a) Price 1 2 3 4 一（32) 
b) Quality (Performance) 1 2 3 4 (33) 
c) Packaging 1 2 3 4 11(34) 
d) Advertising 1 2 3 4 一(35) 
e) Premium offers 1 2 3 4 一（36) 
f) Distribution 1 2 3 4 一（ 3 7 ) 
(convenient location) — 
g) Good word of mouth 1 2 3 4 ‘ (38) 
5. How long does one package of detergent powder 
last for? (days) (39,40,41) 
6. What is the pack size of detergent powder you 
usually buy? (Kg.) (42,43) 
DEMOGRAPHICS 
7. What is your household size? (44,45) 
8. What is your monthly household income? Please stop me 
when I call out the appropriate range. 
一(46-1) Less than HK$ 10,000 
一(46-2) 10,000 - 12,999 
—(46-3) 13,000 - 15,999 
—(46-4) 16,000 - 18,999 
—(46-5) More than 18,999 
9. What is your age? (47,48) 
10. What is your educational level? Please stop me when I 
call out the appropriate answer. 
—(49-1) Primary or below 
—(49-2) Secondary 
—(49-3) Matriculation 
—(49-4) Tertiary, University or above 
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11. What is your occupation? 
一(50-1) Housewife —(50-2) Student 
一(50-3) White-collar (50-4) Others, please 
一(50-5) Blue-collar 一 specify 
This is the end of the questionnaire. Thank you very much 
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Research Data for and the SPSS Operations 
DATA LIST/ 
DAY 1 TIME 2 NUMBER 3-4 WPRICE 5-7 
WQUALITY 8-10 WPACK 11一13 WAD 14-16 WPREMIUM 17-19 
WPLACE 20-22 WPOP 23-25 BRAND 26-27 SAME 28 
PRICE 29 GIFT 30 VOLUME 31 SPRICE 32 
SQUALITY 33 SPACK 34 SAD 35 SPREMIUM 36 
SPLACE 37 SPOP 38 USE 3 9-41 AMOUNT 42-43 
PEOPLE 44-45 INCOME 46 AGE 47-48 EDUC 49 
OCCU 50. 
VALUE LABELS BRAND 1 'VIGOR 33‘ 2 ‘ATTACK‘ 3 'WAY WAY' 
4 'FAB' 5 'WONDERFUL' 6 •COLD POWER‘ 7 ‘PARK‘N‘ 
8 iPAT-WAI-PO* 9 'EC-2‘ 10 'POW 11 'AMWAY' 
/SAME PRICE GIFT VOLUME 1 'VERY UNLIKELY‘ 2 'UNLIKELY' 
3 »LIKELY‘ 4 'VERY LIKELY‘ 0 'NO COMMENT» 
/SPRICE SQUALITY SPACK SAD SPREMIUM SPLACE SPOP 
1 'VERY UNSATISFIED» 2 'UNSATISFIED' 3 •SATISFIED• 
4 'VERY SATISFIED' 0 »N0 COMMENT‘ 
/EDU 1 ‘PRIMARY OR BELOW‘ 2 ‘SECONDARY‘ 3 •MATRICULATION• 
4 ‘TERTIARY EDUCATION‘ 
/OCCU 1 'HOUSEWIFE' 2 'WHITE COLLAR‘ 3 'BLUE COLLAR‘ 
4 ‘STUDENT‘ 5 ‘OTHERS•. 
BEGIN DATA. 
1101 30 50 0 0 10 10 0 123334333333 2 433531 
1102 30 40 0 0 20 10 0 523443342243180 3 252633 
1103 0 70 0 0 30 0 0 243444342334 2015 443921 
1104 20 70 0 0 0 10 0 24444334324318025 343021 
1105 20 80 0 0 0 0 0 844443330243 60 3 323421 
1106 50 50 0 0 0 0 0 633333333233 3 412623 
1107 10 60 0 0 0 15 15 133333331143 30 3 552523 
1108 0100 0 0 0 0 0 811113421113195 3 334011 
1109 20 80 0 0 0 0 0 234443332122 2025 334011 
2110 40 60 0 0 0 0 0 334442221333 60 2 353031 
2111 50 0 50 0 0 0 0 711113330133 30 2 524111 
2112 30 70 0 0 0 0 0 434442331243 30 2 635521 
2113 5 90 0 0 0 0 5 233443333233 25 653434 
2114 20 50 0 0 20 10 0 344443432344 30 2 425111 
2115 20 80 0 0 0 0 0 234324442333 4525 314221 
2116 20 70 0 0 0 10 0 233233331132 3025 426421 
2117 10 80 0 10 0 0 0 114113333243 60 3 434521 
2118 30 50 0 0 10 10 0 123334333333 45 2 533231 
3119 30 50 0 0 10 10 0 123334333333 2 433531 
3120 30 40 0 0 20 10 0 523443342243120 3 342933 
3121 0 70 0 0 30 0 0 143444342334 30 2 232621 
3122 20 70 0 0 0 10 0 244443343243 6025 544321 
3123 40 60 0 0 0 0 0 334442221333 60 2 443331 
3124 50 10 30 0 0 10 0 711113333133 30 2 524521 
3125 15 75 0 10 0 0 0 114113333243 60 3 434021 
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3126 30 50 0 0 10 10 0 123334333333 2 433531 
3127 30 40 0 0 20 10 0 523443342243180 3 252633 
4128 0 70 0 0 30 0 0 243444342334 2015 443921 
4129 20 70 0 0 0 10 0 24444334324318025 343021 
4130 20 80 0 0 0 0 0 844443330243 60 3 323421 
4131 50 50 0 0 0 0 0 633333333233 3 412623 
4132 10 60 0 0 0 15 15 133333331143 30 3 552523 
4133 0100 0 0 0 0 0 811113421113195 3 334011 
4134 20 80 0 0 0 0 0 234443332122 2025 334011 
4135 40 60 0 0 0 0 0 334442221333 60 2 353031 
4136 50 0 50 0 0 0 0 711113330133 30 2 524111 
5137 30 70 0 0 0 0 0 434442331243 30 2 635521 
5138 5 90 0 0 0 0 5 233443333233 25 653434 
5139 20 50 0 0 20 10 0 344443432344 30 2 425111 
5140 20 80 0 0 0 0 0 234324442333 4525 314221 
5141 20 70 0 0 0 10 0 233233331132 3025 426421 
5142 10 80 0 10 0 0 0 114113333243 60 3 434521 
5143 30 50 0 0 10 10 0 123334333333 45 2 533231 
5144 30 50 0 0 10 10 0 123334333333 2 433531 
5145 30 40 0 0 20 10 0 523443342243120 3 342933 
1246 10 60 0 0 10 10 10 123333433233 30 2 542933 
1247 10 70 0 0 10 10 0 423333330233 30 2 423533 
1248 10 80 0 0 0 10 0 223334433233 6025 242943 
1249 20 60 0 0 0 20 0 523233330333 90 2 253043 
1250 20 70 0 0 0 10 0 223333333333 3025 643523 
1251 20 60 0 0 0 10 10 234443332333 7025 232933 
1252 20 50 0 0 0 20 10 223333433333 6025 444023 
1253 20 60 0 0 10 10 0 334443330433 30 2 433523 
1254 20 70 0 0 0 10 0 323333333333 45 2 333423 
2255 10 60 10 0 10 10 0 123333333233 30 2 644523 
2256 10 70 0 0 10 10 0 123334433233 30 2 432943 
2257 50 50 0 0 0 0 0 724343330333 30 2 613925 
2258 40 50 0 0 10 0 0 634443330333 30 3 613823 
2259 20 70 0 0 0 10 0 124334433333 30 2 434123 
2260 30 50 5 0 0 10 5 934443332333 45 2 433623 
2261 30 45 5 10 0 10 0 223223432333 3015 433033 
2262 35 55 0 0 0 10 0 134333332333 45 2 644223 
2263 20 60 5 5 5 5 0 233333442233 6015 232833 
3264 40 50 0 0 0 10 0 134333333233 45 2 322624 
3265 15 60 5 0 0 20 0 233333333333 3025 544533 
3266 40 40 0 5 5 0 01044443333333 30 2 645023 
3267 50 50 0 0 0 0 0 123224433333 60 2 443123 
3268 30 60 0 0 0 10 0 334443332232 60 2 433423 
3269 10 90 0 0 0 0 01122113442144 90 3 353033 
3270 45 55 0 0 0 0 0 433333332232 45 2 524323 
3271 10 60 0 0 10 10 10 123333433233 30 2 542933 
3272 10 70 0 0 10 10 0 423333330233 30 2 423533 
3273 10 80 0 0 0 10 0 223334433233 6025 242943 
3274 20 60 0 0 0 20 0 523233330333 90 2 253043 
3275 20 70 0 0 0 10 0 223333333333 3025 643523 
3276 20 60 0 0 0 10 10 234443332333 7025 232933 
3277 20 50 0 0 0 20 10 223333433333 6025 444023 
3278 20 60 0 0 10 10 0 334443330433 30 2 433523 
3279 20 70 0 0 0 10 0 323333333333 45 2 333423 
3280 10 60 10 0 10 10 0 123333333233 30 2 644523 
3281 10 70 0 0 10 10 0 123334433233 30 2 432943 
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4282 50 50 0 0 0 0 0 724343330333 30 2 613925 
4283 40 50 0 0 10 0 0 634443330333 30 3 613823 
4284 20 70 0 0 0 10 0 124334433333 30 2 434123 
4285 30 50 5 0 0 10 5 934443332333 45 2 433623 
4286 30 45 5 10 0 10 0 223223432333 3015 433033 
4287 35 55 0 0 0 10 0 134333332333 45 2 644223 
4288 20 60 5 5 5 5 0 233333442233 6015 232833 
4289 40 50 0 0 0 10 0 134333333233 45 2 322624 
4290 15 60 5 0 0 20 0 233333333333 3025 544533 
5191 40 40 0 5 5 0 01044443333333 30 2 645023 
5192 50 50 0 0 0 0 0 123224433333 60 2 443123 
5193 30 60 0 0 0 10 0 334443332232 60 2 433423 
5194 10 90 0 0 0 0 01122113442144 90 3 353033 
5195 45 55 0 0 0 0 0 433333332232 45 2 524323 
5196 0 70 0 0 30 0 0 143444342334 30 2 232621 
5197 20 70 0 0 0 10 0 244443343243 6025 544321 
5198 40 60 0 0 0 0 0 334442221333 60 2 443331 
5199 50 10 30 0 0 10 0 711113333133 30 2 524521 
5100 15 75 0 10 0 0 0 114113333243 60 3 434021 
END DATA. 
IF ( AMOUNT EQ 1) AMT = 1. 
IF ( AMOUNT EQ 15) AMT = 1.5. 
IF ( AMOUNT EQ 2 ) AMT = 2. 
IF ( AMOUNT EQ 25) AMT = 2.5. 
IF ( AMOUNT EQ 3) AMT = 3. 
COMPUTE MONTH = (USE/30). 
COMPUTE USAGE = (AMT/MONTH). 
IF (INCOME EQ 1) INCAL = 7500. 
IF (INCOME EQ 2) INCAL = 11500. 
IF (INCOME EQ 3) INCAL = 14500. 
IF (INCOME EQ 4) INCAL = 17500. 
IF (INCOME EQ 5) INCAL = 25000. 
COMPUTE INCPC = RND(INCAL/PEOPLE). 
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Appendix E： T-TEST TABLE 
Occupation Vs Salience of Price 
Categories Mean Std. Cal. Theoretical Significant 
Dev. t-value t-value 
( a = 0 . 0 1 ) 
Housewives 23.5% 14 . 52 
Working 25.2% 13.81 
women 
0.68 2.6 no 
Occupation Vs Salience of Quality 
Categories Mean Std. Cal. Theoretical Significant 
Dev. t-value t-value 
( Q ： = 0 . 0 1 ) 
Housewives 62.3% 23 .12 
Working 59.4% 12.61 
women 
0.80 2.6 no 
Occupation Vs Salience of Premium 
Categories Mean Std. Cal. Theoretical Significant 
Dev. t-value t-value 
( a = 0 . 0 1 ) 
Housewives 5.5% 9.86 
Working 3.7% 5.96 
women 3.78 2.6 Yes Occupation Vs the Tendency to switch brand if nothing is 
offered 
Categories Mean Std. Cal. Theoretical Significant 
Dev. t-value t-value 
( a = 0 . 0 1 ) 
Housewives 2.65 1.17 
Working 2.50 0.57 
women 0.85 2.6 no 
Occupation Vs the Tendency to switch brand if premium 
price is offered 
Categories Mean Std. Cal. Theoretical Significant 
Dev. t-value t-value 
( a = 0 . 0 1 ) 
Housewives 3.25 1.05 
Working 3.30 0.53 
women 
0.31 2.6 no 
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Occupation Vs the Tendency to switch brand if gift is offered 
Categories Mean Std. Cal. Theoretical Significant 
Dev. t-value t-value 
( a = 0 . 0 1 ) 
Housewives 2.95 1.26 
Working 3.17 0.64 
women 
1.15 2.6 no 
Occupation Vs the Tendency to switch brand if gift is offered 
Categories Mean Std. Cal. Theoretical Significant 
Dev. t-value t-value 
( a = 0 . 0 1 ) 
Housewives 2.95 1.26 
Working 3.20 0.71 
women 
1.25 2.6 no 
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Appendix F: F-Test Table 
• Analysis of variance (ANOVA) was used in the 
analysis of the research data of purchase behaviour 
across demographic profile. 
If the null hypothesis is that there is no 
difference among the mean estimates, then except for 
sampling error, the three estimates of the population 
variance should be equal: 
- t h e total variation, 
- t h e between group variation, and 
- t h e within group variation. 
It follows that by calculating the ratio between 
the sum of mean squares of between group and within 
group, the F-value is obtained. 
The test is completed by comparing the critical 
value of F as found from the F-distribution table with 
the calculated one. If the calculated value is greater 
than the critical value, the differences among means are 
considered to be significant at the selected level of 
significance. 
Results of Analysis 
INCOME PER CAPITA 
Mean 
RSwitch WPrice WQuality 
<2000 3.33 46.67 50.00 
2000 - 2999 2.92 29.62 52.69 
3000 - 3999 3.13 22.00 62.00 
4000 - 4999 3.13 19.30 71.25 
5000 or over 3.27 19.09 62.73 
Overall 3.12 24.40 60.50 
F (a=0.01) 0.67 7.97 3.92 
Mean 
Same Price Gift Vol. 
<2000 2.67 3.67 3.33 3.67 
2000 - 2999 2.54 3.08 2.85 2.85 
3000 - 3999 2.47 3.60 3.00 3.00 
4000 - 4999 2.50 3.00 3.13 3.13 
5000 or over 2.73 3.18 3.27 3.36 
Overall 2.56 3.28 3.06 3.10 
F (a=0.01) 0.34 2.91 0.74 1.49 
^ ' • ‘ II I t • • 
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AGE Mean 
WPrice WQuality WPlace 
30 Or below 21.88 60.31 8.13 
31 - 40 24.00 64.25 5.50 
41 - 50 29.09 53.18 6.36 
50 or above 23.33 63.33 6.67 
Overall 24 . 40 6 0 . 5 0 6 . 60 
F (a=0.01) 1.19 2.00 1.16 
RSwitch Same Price Gift Volume 
30 or below 3.13 2.63 3.19 3.13 3.19 
31 - 40 3.25 2.45 3.35 3.20 3.25 
41 - 50 2.73 3.45 3.18 2.64 2.64 
50 or above 3.67 3.33 3.67 3.33 3.67 
Overall 3 .12 2.56 3.28 3.06 3 . 1 2 ~ 
F (a=0.01) 3.09 1.12 0.86 1.93 3.00 
EDUCACATION 
Mean 
WPrice WQuality WPlace 
Primay or Below 22.50 57.50 2.50 
Secondary 26.43 60.71 5.89 
Matriculation 23.33 59.00 7.67 
Tertiary or above 13.33 70.00 13.33 
Overall 24.40 6 0 . 5 0 i T ^ 
F (Q:=0.01) 3.10 0.83 6.16 
RSwitch Same Price Gift Volume 
Primay or Below 2.50 2.25 2.50 2.50 2.50 
Secondary 3.21 2.75 3.50 3.11 3.14 
Matriculation 3.13 2.40 3.13 3.20 3.20 
Tertiary or above 3.00 2.00 3.00 2.67 3.07 
Overall 3.12 2.56 3.28 3.06 3.10 
F (a=0.01) 2.32 4.19 6.44 1.76 1.39 
USAGE Mean 
WPrice WQuality RSwitch 
1 kg/month or below 25.83 61.67 3.00 
1.01 - 2 kg/month 24.81 58.70 3.07 
2.01 3 kg/month 14.17 57.50 3.33 
Over 4 kg/month 20.00 80.00 4.00 
Overall 2 4 . 2 0 ~ 6 0 . 54 3 .11 
F (a=0.01) 2.39 1.18 0.47 
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